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Purchasing facial creams for working people in Bangkok
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ABSTRACT

This research has the following objectives: To study the purchase of face cream of
working people in Bangkok. And to study the factors affecting the demand for facial cream
among middle-aged working people in Bangkok. The sample group consisted of 400 people
working in Bangkok by using a convenient random sampling method. Descriptive statistical

analysis by percentage, mean, standard deviation, reference statistics, analyzed by Statistical test



using multiple regression. The results of the study showed that, in general, people paid the most
attention to sales promotion with a standard coefficient ( ) of 0.434 and followed by packaging
with a standard coefficient (£ ) of 0.319 and quality with a standard coefficient ( 5 )of 0.191,
respectively. All 3 variables affect the demand for face cream in a case study of working people in
Bangkok. with statistical significance at the level of .05 at the value of R’=0.689 and in the part

of the brand, which is not considered a variable affecting the purchase of face cream because the

standard coefficient ( £) is -0.036
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